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With the enthusiasm of the online shopping, the development of online retailing is
prospering in our country, and the competition between electric business platforms is
rising. In the virtual online shopping platform, consumers are not only trade in the online
shopping platform as consumers, but also play a direct role in referencing other
customers in their online shopping activities. Compared to offline trading, the customer
citizenship behavior of e-commerce environment has inherent importance in e-commerce.
What factors will affect the customer citizenship behavior exactly? The answer for
improving the performance of shopping is crucial, and it has been attracted significant
academic attention. However, after reviewing the literature, we found that the research on
the customer citizenship behavior antecedents in network transactions were all
concentrated in a single dimension, and hardly studied the product, shopping
environment and experience value of the customer as a whole system. Therefore, based
on current research literature, this article researched the customer perceived value and
customer satisfaction for the customer citizenship behavior.
Firstly, this article summarized the development process and influencing factors
of the customer citizenship behavior through literature study. Then, the customer
perceived value and customer satisfaction were introduced as the influencing factors and
mediating variables to the customer citizenship behavior. Meanwhile, we also established
the theoretical research hypotheses and models. After that, we processed and analyzed
large amounts of data collected through questionnaires using the maturity scale proposed
by western scholars. The results showed that: (1) customer perceived value for customer
citizenship behavior had a positive effect; (2) customer satisfaction played an
intermediary role between customer perception value and customer citizenship behavior;
(3) product perception had no significant effect on customer help behavior and customer
feedback behavior. At the same time, this study also found that the online shopping















Based on researching the relationship between customer perceived value and
customer citizenship behavior in e-commerce environment, this article refined variables,
discussed the internal mechanism between them from a variable’s single dimension,
enriched and improved the field related research.
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年 12 月，我国网络购物用户规模已经达到 4.43亿，较 2014 年底增加 5183 万人，
年度增长率为 14.3%，报告认为，在未来几年内，中国网络购物市场仍将保持 30%
左右的复合增长[9]。
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